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Behind marketing strategies trying to find new business opportunities by
analyzing customers® purchasing history data accumulated through day-to-day transactions, the logic
of building long-term customer relationships based on customer loyalty is obscuring and obscured.
There, the creation of "added value”, a trust relationship built up over time in repeated
transactions, is the main driving force.

By the way, as a negative aspect of utilization of purchase history data, the problem of "
infringement of personal information and ﬁrivacy" has been pointed out. In this research, we believe
that the relationship of trust built with customers may alleviate the "privacy problem” and the
theoretical consideration about the significance of the values that are the background of the
utilization of purchasing history data was made.
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